The aim of this study is to classify and, subsequently, characterize the ecological consumer in Spain. For his/her description, we use his/her ecological behavior besides a set of psychographic variables (knowledge about the environment, environmental concern, behavioral intention and values) and socio-demographic variables (gender, age, level of education and political ideology). First, all measuring instruments have been validated at a confirmatory level. Next, through a cluster analysis, conducted on a sample of 497 individuals selected by a non-probabilistic quota sampling, 3 groups of consumers have been obtained: the ecological, the involved-ecological, and the non-ecological. The identification and knowledge about these groups will be useful for the definition and development of the green marketing strategy in the company.
Introduction
Ecological marketing, also known as green marketing, sustainable marketing or ecomarketing (Chamorro et al., 2006) , defined as "a holistic management process responsible for identifying, anticipating and satisfying the needs of customers and society in a profitable and sustainable way" (Peattie, 1995: 28) has sparked interest among researchers to understand the relationships among marketing, the environment and society (Do Paço et al., 2009) .
The green marketing in business has emerged due to many factors, both internal and external to the company (Vicente and Mediano, 2002; Fraj et al., 2007; López et al., 2008; Buil et al., 2009) . From the internal point of view, recent studies suggest that the companies' commitment to the environment brings benefits to the company in terms of cost savings, differentiation, customer's and stakeholders' satisfaction, improved productivity, enhanced financial performance, improved reputation and/or competitive advantages (Aragón et al., 2005; Molina et al., 2009; Fraj et al., 2011; Kotler et al., 2011; Plaza et al., 2011; Shirsavar and Fashjhamy, 2013) and therefore, increasingly, companies decide to develop their activities in an environmentally responsible way. The attitude and commitment of the management of the firm are also factors that influence the development of such strategies (López et al., 2008; Plaza et al., 2011) .
From the external point of view, it is suggested the role of the environmental legislation which forces companies to introduce environmental protection aspects in their activities (Fraj et al., 2007) , and the pressure from consumers and other stakeholders (Buil et al., 2009; Do Paço et al., 2009; Plaza et al., 2011) . In this sense, consumers are concerned about the impact that environmental problems can have on their health and their safety and, therefore, they pressure on companies to incorporate environmental considerations into their decision-making processes (Peattie, 2001; D'Souza et al., 2007; Paul y Rana, 2012) . Thus, companies, in their attempt to understand the consumer and satisfy his/her needs, have been forced to reorient their philosophy, culture and strategies and to develop their activity searching sustainability and obtaining not only economic but also social and environmental benefits (Fraj and Martínez, 2005; Kotler et al., 2011; Izagirre et al., 2013) .
In this context, the study of the consumer profile regarding his/her responsible behavior to the environment will be the starting point in the design and execution of the marketing strategies of the company (Fraj and Martínez, 2006; Akehurst et al., 2012) . The study of the ecological consumer has attracted the attention of researchers in marketing and psychology from different countries such as Spain, where ecological behavior has become the main topic of research on green marketing in the past two decades (Chamorro et al., 2006) . However, research on green consumer segmentation in Spain is scarce, most of it dates from the early years of this century (eg. Garcés et al., 1999; Fraj and Martínez, 2005; Fraj and Martínez, 2006) , uses samples of students (eg. Barreiro et al., 2002) , or is limited to a geographical area (eg. Sánchez et al., 2002) , so it makes difficult to generalize the results. In addition, for the characterization of ecological consumers, these investigations are often limited to the use of socioeconomic and demographic variables (eg. Garcés et al, 1999; Sánchez, 2001) , or the utilization of the personality of individuals (eg. Fraj and Martinez, 2006) . Therefore, the main objective of this research is to identify different segments of the Spanish population nowadays, regarding their environmental behavior and to know: how they behave; what they know about the environment; what level of ecological concern they enclose; which future behavioral intentions they have; what values they possess; and what socio-demographic variables characterize them. In particular, our research presents four contributions: (1) updates the classification of the ecological consumer in Spain; (2) uses a sample of a general population, using data from individuals around the country extracted through a non probabilistic quota sampling, according to the age and sex percentages of the Spanish population. In addition, (3) uses behavioral variables including ecological and environmental actions in segmentation and (4) segments are described through behavioral, psychographic (knowledge, concern, intent and values) and socio-demographic variables (age, gender, level of education and political ideology), so the segmentation approaches to the market realities (Vicente and Mediano, 2002) .
In order to do that, after this introduction, the article is divided into 5 sections. The first section includes a review of the theoretical framework that supports the research and the proposed hypothesis. In the following section, the main methodological aspects and the main results are discussed. Then the last section discusses the findings and implications for management, and presents limitations and future research.
Literature review and assumptions

Green consumer segmentation
Green consumer segmentation tries to classify consumers depending on their environmental behavior, that is, depending on what they do (Vicente and Mediano, 2002) . In the reviewed literature, numerous studies pursue this purpose (Table 1) . However, in the Spanish context, these studies are scarce. They concentrate in the years 1999 to 2006, they use samples of students or from a single geographical area, and segmentation variables are limited to demographic and/or psychographic, purchasing behavior and consumption of organic food and products. For example, Sánchez et al. (2000) and Sánchez et al. (2002) classify individuals based on their consumption of organic products in: likely consumers, regular consumers, occasional consumers and non-consumers. Although their sample size is important, the sample is limited to two specific regions of Spain (Aragon and Navarra). Barreiro et al. (2002) use the level of knowledge and environmental awareness. They find 6 groups of individuals in a sample of students in Lugo. The main limitation we found in these studies is the difficulty to generalize the results. Meanwhile, Garcés et al. (1999) and Sánchez (2001) classified individuals based on their commitment and their degree of environmental awareness. Although the used sample is not limited to a single region and, in both cases, the size is more than 950 individuals, authors only use socioeconomic/ sociodemographic variables, obviating the potential influence of other variables. In this sense, Fraj and Martínez (2006) use a sample of general population and classify individuals into two groups (rational and emotional) based on their personality and motivations that lead them to display environmental behaviors, but they do not use any other variable to describe the obtained groups in more detail. Internationally, we have found more recent studies which involve a larger number of variables in the segmentation and the characterization of individuals. For example, Paul and Rana (2012) classified the Indian consumer and Fernández et al. (2010) the Chilean consumer in terms of: consumer satisfaction and consumption of organic food. The description of the segments includes both demographic and psychographic variables, although in the case of the investigation of Paul and Rana (2012) , the number of variables is more limited than in Fernández et al.'s (2010) research. Arroyo et al. (2012) analyzed the behavior of recycling in Mexico. They found groups of active recyclers, indifferent, negligent and no recyclers, and characterized these groups based on both demographic (age, education level, income level and gender) and psychographic variables (concern, knowledge and attitudes). In the same line of research, D 'Souza et al. (2007) studied the consumer of organic products in Australia, Tilikidou and Delistavrou (2008) analyzed individuals involved in non-purchasing ecological behaviors (recycling, eco-friendly activities) in Greece, or Do Paço et al. (2009) identified the "green" consumer in Portugal, where the latter two studies use a sample size considerably higher than the first one. So, they achieve a comprehensive characterization of the Australian, Greek and Portuguese green consumer, respectively. Following these lines of research developed in other countries, the present study tries to advance the understanding of the ecological Spanish consumer, by classifying the Spanish population, first, by their behavior towards the environment, and subsequently, characterizing the obtained segments using a set of behavioral, psychographic and socio-demographic variables. The first variable defines how the consumers included in each group act, while the rest of variables clarify how they are and who they are, respectively. Thus, the ecological behavior variable is used as the criterion for segmentation and, subsequently, in the description of the segments. The ecological behavior of an individual can be defined as performing actions which contribute towards environmental preservation and/or conservation or, at least, do not harm the environment (Kaiser et al., 1999) .
Psychographic and socio-demographic variables were used to characterize the consumer segments following the recommendations of previous research that suggests socio-demographic variables are insufficient to characterize the ecological consumer if other characteristics of individuals are not taken into account (Diamantopoulos et al., 2003; Fraj and Martínez, 2003) . Psychographic variables have resulted very effective to characterize the ecological consumer (Straughan and Roberts, 1999; Aguirre et al., 2003; Akehurst et al., 2012) . Within the psychographic variables, it highlights the role of knowledge, concern, intent and the values of individuals (Kaiser et al., 1999; Bamber and Möser, 2007) .
Knowledge of the environment includes what people know about the environment, the reactions that environmental impacts cause and the collective responsibilities which are needed for sustainable development (D'Souza et al., 2007; Mostafa, 2007) . The literature suggests that consumers who are aware of environmental issues will be more motivated to behave in an environmentally friendly way (Peattie, 2001; D'Souza et al., 2007; Arroyo et al., 2012) . For example, Arroyo et al. (2012) found that active recyclers had greater knowledge about the benefits of the recycling behavior.
Environmental concern is the degree to which an individual is aware of environmental issues, he/she recognizes the need to address them and is willing to take part in their solution (Dunlap et al., 2000; Arroyo et al., 2012) . Individuals who have a greater environmental awareness are more willing to make green behaviors (Roberts, 1996; Roberts and Bacon, 1997; Straughan and Roberts, 1999; Iman, 2011) . Concern has been used both as segmentation variable (Barreiro et al., 2002) and as characterization variable of the different ecological segments (Sánchez, 2001; Do Paço et al., 2009) .
Values indicate the importance that an individual gives to "different concepts or things" (Fraj et al., 2004: 63) . These variables are related to the individual's personality and include internal values such as self-realization, happiness and fun, the sense of self-respect; and external values such as the sense of belonging, the sense of being respected and feeling safe. People who give little importance to the impact that products have on the environment, but a lot of importance to the impact products might have on themselves, usually hold the most conservative values. Therefore, the literature suggests that the altruistic, eco-centric and biospheric values are more likely in green consumers (D'Souza et al., 2007; Iman, 2011) . Values are one of the variables most commonly used to characterize the ecological consumer (Fraj and Martínez, 2006; Do Paço et al., 2009; Fernández et al., 2010; Kotler et al., 2011) .
In the literature on ecological behavior, behavior intention is understood as one's predisposition towards actions that involve certain efforts and/or costs and is seen as the variable immediately antecedent to a particular behavior. This means that the deliberate character of a specific behavior, such as the ecological behavior, implies a prior intention to realize it (Castro, 2002) . Garcés et al. (1999) used the willingness of individuals as segmentation variable and found that the ecological behavior of individuals is related to the disposition towards environmentally friendly behaviors.
Based on the above we propose the following hypothesis:
H1: The psychographic variables (knowledge, concern, intention and values) are relevant in explaining the ecological behavior of an individual.
Regarding the socio-demographic variables, Anderson and Cunningham (1972) were among the first to use them to characterize the ecological consumer. In their research they define green consumer -individuals that not only aim to satisfy their personal needs but are also conscious about the welfare of the society and the environment-as a woman, about 40 years old, with a level of education and socio-economic above the average. Since then, the importance and significance of the socio-demographic variables has been discussed without reaching a consensus on their importance and influence. The main socio-demographic variables used in previous works include gender, age, educational level and political ideology (Diamantopoulos et al., 2003; Mostafa, 2007; Arroyo et al., 2012) .
With regard to the gender, many studies that include this variable find that the likelihood of behaving in an environmentally friendly way is greater in women than in men (Do Paço et al., 2009) .
The variable age has been included in numerous studies on ecological behavior (Pato et al., 2005; Arroyo et al., 2012) . Some studies identify the green consumer as a young (25-34 years) and middle-aged individual (45-54 years) (Garcés et al., 1999; Do Paço et al., 2009) , meanwhile, others consider green consumer's aged over the average (Roberts, 1996; Pato et al., 2005; D'Souza et al., 2007) .
Regarding the level of education, in general, the literature assumes that consumers with a higher level of education have greater access to information and, consequently, they develop greater sensitivity and environmental awareness which translates, with a higher probability, in pro-environmental behaviors Mostafa, 2007; Do Paço et al., 2009; Akehurst et al., 2012) . Of all the demographic variables, the level of education presents the most consistent relationship (Straughan and Roberts, 1999) .
With regard to political ideology, in some studies there is a perception that, in general, environmental issues are part of the "liberal" or progressive politics (Roberts, 1996) and therefore, individuals who share that ideology develop a greater commitment to environmental problems than people who hold the most conservative ideology (Straughan and Roberts, 1999; Sánchez, 2001; Vicente and Aldamiz, 2003) .
Therefore, we propose: 
Methodology Technical details of the investigation
The target population is made up of individuals aged 16 or over living in Spain. For sample selection, a non-probability quota sampling was used according to the percentages of people belonging to the different age and gender brackets of the Spanish population pyramid (INE, 2011) . Thus, the composition of the sample brings near the general population (Table 2 ). These individuals were given a personal survey based on a structured questionnaire. The fieldwork took place during the months of February to June 2011. After data cleaning, a total of 497 valid questionnaires have remained, on which we have made a series of analyses using statistical tools such as SPSS and AMOS. Table 3 shows the technical specifications of the research. 
Population universe* 6.9 6.6 10.4 9.9 11.3 10.7 9.4 9.4 7 7.3 5.1 5.8
Sample 7.6 6.6 11.1 9.9 8.9 11.3 9.7 9.9 5.8 6.4 6.4 6.4
* INE (2011). 
Variables
The questionnaire contains items of the scales for measuring psychographic and behavioral variables, and socio-demographic questions (Table 4) . As shown in Table 4 , to measure concern and values we have used the versions translated and adapted to the Spanish context by previous research (Amérigo and González, 2000; Vozmediano and San Juan, 2005) . For the rest of scales, we proceeded to the translation from English into Spanish of the items by ensuring the conceptual sense of each one and not by doing a textual and literal translation (Gutiérrez et al., 2007) .
Results
Sample
The final sample is composed of 246 men (49.5%) and 251 women (50.5%), aged between 16 and 74 years. More than 30% have university or higher education and those who express their political ideology (56.7%), most declare themselves as leftist (center-left and left). Regarding the psychographic variables, individuals have a medium-high level of knowledge and concern and, in general, they show biospheric (union with nature and protect the environment) and social-altruistic values (world peace and social justice) (Calvo et al., 2008) .
Validation of the measuring instruments
Prior to the cluster analysis, the measurement scales were validated. To do that, we follow a process to verify the compliance of their psychometric properties which includes: content validity, dimensionality, reliability and convergent and discriminant validation.
First, to verify the content validity, we use the review of the specific literature and the opinions of experts in order to ensure the adequacy of the items that have been considered and the concepts that they represent. In that respect, three experts from the University of Vigo analyzed the items of each of the scales in relation to the compliance with the concept they represent, their understanding and simplicity (Vandecasteele and Geuens, 2010) . These experts made suggestions that led us to the suppression and modification of those items that do not apply to the field of study and/or could lead to confusion (CE22: "I usually buy milk in returnable bottles", because it isn't applicable in the context of study, and CE27: "I don't know whether I may use leaded gasoline in my car", because it is an indicator of knowledge and not of behavior). Second, to ensure the dimensionality of the scales, we begin from the theoretical conceptualizations presented to bring together, in the same construct or dimension, variables with a common meaning and independents from variables of the other groups. After checking that the values of the determinant of the correlation matrix for each scale are close to 0 and the KMO test takes values close to 1, we proceeded to perform an exploratory (EFA) and, then, a confirmatory factor analysis (CFA).
The test results confirmed the multidimensional nature of the scales of ecological behavior and knowledge, and the unidimensional nature of the scales of concern, intent and values. Thus, ecological behavior has two dimensions related to ecological waste management -glass and paper-, and the environmental involvement of individuals with problems related to the environment. Knowledge includes a dimension referred to the basic knowledge of individuals about common environmental problems such as melting of the poles, CO 2 and climate change and a second dimension related to the knowledge about specific problems such as the effects of toxic metals in the food chain and the human body. Environmental concern contains items related to the ecocentric beliefs of individuals, that is, the appreciation of nature and the feeling of being part of it. Regarding the behavioral intention, it includes items related to the attitude of individuals towards the use of the car. Finally, the values contain biospheric or ecocentric values (D'Souza et al., 2007; Calvo et al., 2008; Iman, 2011) and social-altruistic ones (Calvo et al, 2008) , related to the respect for nature and concern for the welfare of others, respectively.
Once we have made the dimensional specifications of the constructs, we check the reliability of their indicators to determine whether there is consistency between items that measure a concept (Hair et al., 1999) . We analyzed the Cronbach Alpha, the inter-item correlation, the composite reliability and the average variance extracted. All Cronbach Alpha coefficients approach or exceed the minimum level of 0.70 (Nunnally, 1978) . The range of coefficients is between 0.682 (environmental concern) and 0,879 (values), and this range does not allow any improvement by the elimination of any indicator. In addition, all correlations present desirable magnitudes in scales; and in terms of composite reliability and average variance extracted the obtained values in all cases exceed the minimum values of 0.70 (Luque, 2000) and 0.50 (Sharma, 1996) , respectively ( Table 5) .
The convergent validity analysis refers to the degree to which indicators of the same scale are correlated. To do that, we analyze whether the factor loadings of all indicators exceed the value of 0.5 and if they are statistically significant (Hildebrandt, 1987) . As shown in Table 5 , the convergent validity is found.
Finally, the discriminant validation tests the level of disagreement between two constructs that from a theoretical point of view may seem similar (Hair et al., 1999) . To do so, we have checked that correlations between different constructs are low (Hair et al., 1999) , that the square of the correlation between each pair of constructs fails the extracted variance of each construct (Fornell and Larcker 1981) ; and that the confidence intervals for the correlation of the constructs do not contain the unit (Anderson and Gerbing, 1988) . The results show the discriminant validity of all scales. 
Cluster Analysis
Once the exploratory and confirmatory factor analyses of the scale have been done, individuals were grouped through a cluster analysis. The objective of this analysis is to find groups of individuals with internal homogeneity and external heterogeneity based on their responsible ecological behavior that has been measured through the two dimensions obtained in the CFA -the ecological waste management and environmental involvement of individuals. Following the suggestions of Hair et al. (1999) and Lévy and Varela (2003) , the cluster analysis was carried out in five stages. First, we select the relevant variable to identify the clusters following a deductive method, as its inclusion is based on existing work. Thus, as a criterion basis of segmentation we have selected the ecological behavior of the individual. All indicators follow the same response format (Likert 7-point), so that standardization was not necessary. The second step includes the choice of the cluster method. In our research we use the method of Ward and the squared Euclidean distance, as previous research in the study of the ecological consumer (Barreiro et al., 2002; Do Paço et al., 2009) , due to the ability of this method to find very compact and of similar size conglomerates. Third, we determine the groups by observing the dendrogram. The dendrogram suggests considering between 3 and 6 clusters as a previous solution. Then, to know what solution provides a better allocation, we used, in the same way that Patsiotis et al. (2012) , the K-means method to calculate the error sum of square for different solutions (Table 6) . Results suggest the three-cluster solution as the most appropriate, as the error sum of square measure presents the main improvement from two to three clusters, decreasing at 41.91%. Thus, the resulting segments are comprised of 167, 183 and 147 individuals, respectively. In the fourth step, the obtained groups are validated by a discriminant analysis. To do that, as a dependent variable, we use a new variable related to the belonging of each individual to the created conglomerate. As independent variables, we use the factors derived from the factor analysis. Table 7 , results of the classification or confusion matrix, shows that estimates of the discriminant model applied to the obtained solution from the cluster analysis provided a percentage of correctly assigned cases of 96.8%; and the test of the equality of means Snedecor's F (Table 8) suggest that both variables are significant for discrimination between groups. Finally, in the fifth stage, we describe the characteristics that define each of the groups to know if there are patterns or trends. To do this, we have used the factor scores, means and frequencies of the variables related to behavior and the variables of characterization: psychographic and socio-demographic. Cluster analysis results are shown in Table 8 . Variables that present a higher positive or negative score, in absolute terms, allow us to explain the inclusion of individuals to the different groups. The above analysis suggests that both behavioral and psychographic variables are significant to classify and describe the ecological consumer and it confirms their importance, in line with recent research on the ecological consumers in other countries such as Portugal (eg. Do Paço et al., 2009; Akehurst et al., 2012) , Mexico (Arroyo et al., 2012) or Australia (D'Souza et al., 2007) . So, hypothesis 1 has been confirmed. Regarding the socio-demographic variables, results suggest that only the level of education and ideology are significant to distinguish the three identified groups and to characterize the ecological consumer. Then, Hypothesis 2 is not confirmed for all variables. These results contrast with previous research that suggests both gender and age are related to ecological behavior (eg. Straughan and Roberts, 1999; Mostafa, 2007) ; and confirms the predictive power of the level of education and the political ideology.
The results show the existence of three different consumer groups: Group 1 includes 33.6% of the population, the ecological. It consists of a higher percentage of people who have primary or secondary education, and although many of them do not reflect their political ideology, a significant percentage opts for leftist ideology. They possess a basic and expert knowledge similar to the average population, they are concerned about the environment and their values reflect those concerns in search of a peaceful world, the preservation of resources and the social justice. Their degree of readiness on the use of the car is similar to the average population. All these characteristics are reflected in their ecological behavior regarding waste management; however, they are not involved in environmental activities.
Group 2 are the involved-ecological and contains the highest percentage of people (36.8%). It is composed of the majority of people who have university and higher education and show a political ideology of left or center-left. They possess a higher level of basic and expert knowledge of the environment than the other groups, they are the most concerned about the environment and their values are fundamentally biospheric or ecocentric, related to the feeling of altruism, social justice and respect for nature. Also, they would be more willing than other groups to reduce the use of their car, and their ecological behavior includes ecological waste management and, unlike the previous group, also environmental implication.
The third group includes the non-ecological (29.6%). It is composed of individuals with primary and secondary education, who do not manifest their political ideology. They have a level of knowledge about environmental problems and environmental concern lower than the other segments. They give lower importance to the values related to nature than other groups; and they are less willing to make efforts with regard to the use of their car in the future. All this is reflected in their ecological behavior. Thus, they have a more negative ecological behavior and they recycle less than the other groups. Neither do they support environmental activism.
Conclusions and practical implications
The objective of this research is to classify the current Spanish population regarding their environmental behavior, and describe the resulting groups according to their behavioral, psychographic and socio-demographic profile, by using a set of variables that have not been used together, as far as we know, in the most recent studies in the Spanish context. Our results suggest that the ecological behavior variables, the psychographic variables, that is, knowledge (basic and expert), environmental concern, behavioral intention and values, in addition to socio-demographic variables (level of education and political ideology), all of them are statistically significant to differentiate the three heterogeneous groups of consumers that have been identified. By contrast, the socio-demographic variables -gender and age-have not proved to be discriminating between the groups.
According to our results, 36.8% of individuals behave in an environmentally friendly way, both in the ecological waste management dimension and in the environmental implication dimension. 33.6% of individuals develop recycling behaviors while 29.6% do not usually perform either of the analyzed green behaviors.
Results suggest that there are two consumer segments that may be of interest to companies that pursue the implementation of a green marketing strategy. They are the ecological and the involved-ecological consumers with a total of 66.40% of the population. This is a significant percentage of the population that shows a high level of knowledge, concern about environmental issues, values and intention to purchase. So, companies that want to satisfy these consumers should apply practices of ethical marketing such as: to offer quality and safe products with biodegradable and recyclable packaging and labels that do not mislead the consumer; to comply with the law; not to apply abusive prices; to protect the privacy of the customers; not to use aggressive sales strategies; to provide timely information to the customer for decision-making; to be honest in all communications made by the company (Velasquez, 2006; Armstrong et al. , 2011) , also in advertising, by ensuring it is not misleading as to " distort the nature of the product by using deceptive simulations, using paid false testimonies, inserting the word guarantee when nothing is guaranteed, citing misleading prices, not revealing the flaws of a product, misleadingly attacking a competitor's products or simulating known brands" (Velasquez, 2006) .
Other actions could include the participation of some stakeholders in the boards, for example, consumer organizations, environmental organizations, and so on (Armstrong et al., 2011) . It could also be developed an ethical code that includes the standards of conduct in the dealings with stakeholders. In this sense, Silos and Galiano (2011) recognized, in a report about the evolution of the social responsibility of business in Spain, only 16.5% businesses have a written ethical code of conduct and 9.5% expect to write it in the future.
In addition, our results provide evidence about the characteristics of another segment that does not perform ecological behaviors. In this segment, some actions could be carried out in order to encourage recycling and/or environmental implication behaviors. For this segment called non-ecological, our proposals are aimed to the integration, in the strategic marketing planning, of issues that act on the knowledge and concerns of individuals about the environment, to lead the values that guide people's life and their intentions, because all these issues have a direct and positive relationship on environmental behavior, as demonstrated in the literature (Kaiser et al., 1999) .
First, we propose to provide information and education to the population, not only about ecological problems, but also about "the environmental features, advantages and benefits associated with the product and its real impact on ecological preservation." (Akehurst et al., 2012: 984) . In this sense, Welford (1995 , cited in Raufflet et al., 2012 notes: "to provide information about the product and the producer to the consumer, provide advice on how to use the product more efficiently and advice on the reuse, repair, recycling and disposal of that product".
Another action could be that the company, through marketing stimuli, may orient the preferences of these consumers toward a more responsible behavior, for example, by advising the consumption of healthier products as ecological, and highlighting their attributes and benefits against other forms of consumption. However, for this action to be effective, the company must ensure that there are no trade barriers on price and availability of their products (Izaguirre et al., 2013) . In this sense, responsible companies should adjust their prices for these products or services to be accessible also to people with fewer resources, although, as Vicente y Aldamiz (2003) note, the application of a premium is still justified, in part, by the costs and the reduced rotation of these products.
All these measures have to be designed under a long-term perspective, which implies a strong commitment by the organization to incorporate environmental and/or social issues to the business philosophy. This might lead to the creation of a specific department.
Limitations and future research
Finally, we recognize as the main limitation of the study the used sampling procedure. In particular, non-probabilistic quota sampling requires caution about the generalization of the results. As future research, it would be interesting to replicate the study with consumers from other countries and to do a comparative analysis of the ecological consumer in different territories. We also propose a classification of the Spanish population at later time points, in order to analyze their evolution.
